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Abstract

Social commerce has rapidly become a new field of study for both professionals and academics,
indicating the possible influence of social media in shaping online commercial avenues. People spend a
significant amount of time on social media, presenting online businesses with the chance to gain a
comprehensive understanding of their customers' shopping behaviors. Consequently, it is essential to
explore the factors that affect consumers' online shopping behavior. This research, conducted in
Indonesia, seeks to identify the factors influencing consumer online shopping behavior. Analyzing data
from 375 customers, the study employs Smart PLS to explore the relationships within the proposed
model. The results indicated that live streaming, promotional tools, celebrity endorsements and perceived
credibility are factors that impact consumer online shopping behavior in social commerce. The study
verified the mediating role of promotional tools. However, perceived credibility did not moderate the
association amid promotional tools and consumer online shopping behavior. The findings offer clearer
insights into the factors affecting consumer online shopping behavior, aiding entrepreneurs in developing
more effective strategies. This research brings fresh perspectives on consumer online shopping behavior
by examining it empirically within the Indonesian context. This is significant due to the previous lack of
studies focused on consumer behavior in social commerce and the scarcity of empirical evidence in this
area.

Keywords: Social Commerce; Online Shopping Behavior; Promotional Tools; Credibility; Celebrity
Endorsement
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1. Introduction

Today, social media significantly impacts the online marketing landscape, facilitating product
purchases from online stores over traditional brick-and-mortar stores through internet connectivity
(Mahoney & Tang, 2024). The trend of social media is quite recent. Popular social networking sites like
Instagram, Twitter, and Facebook rule over activities like blogging, gambling, and texting (Murari et al.,
2024). Consumers are often highly active on social media, spending extensive hours on platforms like
Facebook and Twitter to create and share content (Miah et al., 2022). Companies recognizing this trend
are engaging in various activities to attract customers, raise awareness, and capitalize on social media
opportunities. As a result, firms run strategic campaigns aligned with consumers’ demographics and
brand values to boost social brand recognition. Digital and social media marketing enable companies to
achieve their marketing objectives at a relatively low cost (Deb et al., 2024).

Today, global purchasing patterns are shifting, with customers increasingly buying goods and
services online. Social media has significantly influenced this trend (Al Kurdi et al., 2024). During the
COVID-19 pandemic, lockdowns, isolation, and fears of contracting the virus led to a decline in visits to
shopping malls (Eger et al., 2021). Businesses can encourage customers to shop online through social
media platforms like Facebook, Twitter, Instagram, and Pinterest. Marketers benefit greatly from social
media as it allows them to influence customer awareness and motivate online purchases. Business entities
can influence current and new consumers to buy their essential items via e-stores or digital marketplaces
by using social media platforms (Chaturvedi & Gupta, 2014). Organizations have wielded influence over
customers through live streaming, endorsements by celebrities, and promotional tools for targeted
advertising (Schouten et al., 2021; Geng et al., 2020). Additionally, the credibility of influencers has
played a role in persuading potential customers to engage in online shopping (Tuncer & Kartal, 2024). It
is crucial for both businesses and marketers to comprehend consumers' preferences, attitudes, and
behaviors regarding online shopping (Moinuddin et al., 2024).

In contemporary society, some customers lead such hectic lives that they lack the time to
physically shop for essential products or services. Consequently, they opt for online shopping as it offers
convenience and saves time. Presently, customers seek a stress-free shopping experience on social media
platforms. Marketers utilize targeted advertising on platforms such as Facebook and Twitter (Moedeen et
al., 2024), making traditional marketing communication strategies less effective than social media
marketing tools. Celebrity endorsements contribute to word-of-mouth promotion, further encouraging
online shopping among customers. Indonesia, boasting a population exceeding 265 million, ranks among
the world's largest online markets (Statista, 2024a). The e-commerce market in Indonesia is projected to
continue growing, with the number of users expected to reach 99.1 million by 2029. There has been a
consistent increase in e-commerce users in recent years (Statista, 2024b). Additionally, Indonesia's e-
commerce revenue is anticipated to grow significantly, potentially reaching US$120 billion by next year.
In 2022, 69% of Indonesian consumers participated in livestream commerce, but the industry faces
regulatory challenges, such as the Indonesian government's ban on direct transactions on social media
platforms like TikTok Shop, which could impact social commerce (Uzunoglu, 2024). Therefore, it is
crucial to assess the influence of social media marketing on consumer online shopping behavior in
contemporary times. Consequently, this study aims to investigate the following question within the
context of Indonesia: what factors, in specific, influence consumer online shopping behvior to social
media marketing?

This study explores the factors influencing purchasing behavior on social media, an increasingly
compelling topic for researchers worldwide as consumer buying patterns evolve. Social media has
experienced rapid development in recent years, but there is a lack of research on this subject in
developing countries, especially in the realm of social commerce (Jamil et al., 2022). Indonesia boasts a
large number of social media users who prefer online shopping, yet there is limited literature regarding
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the current influence of social media on internet purchasing trends. Therefore, this research aims to
identify the areas of greatest influence on consumer online buying behavior for marketers. Understanding
the purchasing behavior of online shoppers in Indonesia is crucial in this context.

After reviewing the existing literature regarding impact of social media on internet buying, it is
limpid that numerous studies have attempted to examine the ways in which social media components,
such as live streaming, celebrity endorsements, electronic word-of-mouth, and promotional tools, impact
different facets of consumer satisfaction, online shopping behavior, and purchase intention worldwide,
especially during the COVID-19 pandemic. However, this study aims to look into how social media
affects consumers’ online buying behavior in the post-COVID-19 era specifically from the perspective of
Indonesia, which remains an underexplored area. By focusing on the experiences of prominent Indonesian
buyers and sellers, this research sheds light on the recent impact of live streaming, promotional tools and
celebrity endorsements, on online shopping behavior. These insights will assist policymakers and
stakeholders in devising more effective digital marketing strategies in Indonesia, while also contributing
to the post-COVID-19 research landscape in this field.

The main goal of this research is to examine how social media affects the online shopping
behavior of Indonesian consumers in the post-COVID-19 era. Specific objectives include analyzing the
purchasing patterns of Indonesian consumers on online platforms and investigating how live streaming,
promotional tools and celebrity endorsements impact their online shopping behavior.

This study makes several significant contributions to the literature on social commerce. First, it
seeks to understand the factors influencing consumer online shopping behavior in a developing economy
post-COVID-19, specifically in Indonesia. This fills a gap in the literature regarding the influence of
social media on consumer online shopping behavior, which has received limited attention despite its
increasing popularity among users. Second, previous research (e.g., Igbal et al., 2024) has suggested
exploring the role of moderators that could influence consumer online shopping behavior. Additionally,
there has been limited research on the perceived credibility of influencers in the realm of live streaming
social commerce (e.g., Gu et al., 2024). Research on the function of social media promotional tools as a
mediator in the relationship between determinants like live streaming and celebrity endorsements, and
consumer online shopping behavior, is also scarce. Addressing these gaps, the secondary objective of this
study is to investigate how social media promotional tools act as a mediator, stimulating consumer online
shopping behavior within the context of social commerce. Third, by incorporating new variables into
Social Influential Theory, this study extends the theory. Lastly, by examining the impact of promotional
tools and perceived credibility, this research aims to assist marketers in creating more targeted campaigns
to encourage consumer repurchase.

The organization of this study is outlined as follows: Section 2 presents the research background
and develops hypotheses. Section 3 illustrates the methodology. Section 4 presents the results and data
analysis. Section 5 provides the discussion and conclusion. The implications and limitations of the study
are discussed in the final two sections.

2. Research Background and Hypotheses Development

A unique form of e-commerce known as "social commerce" incorporates social media
interactions into the purchasing and selling process and places an emphasis on community-centric
techniques (Nadeem et al., 2020; Huwaida et al., 2024). A key idea in contemporary e-commerce is
consumer online buying behaviour, which describes the act of making purchases online of goods or
services (Islam, 2015). Numerous factors, like live streaming and celebrity endorsements, have an impact
on this behaviour. These elements also change customer behaviour by establishing trust and shaping
perceptions. Intentions and trust are significantly shaped by post-purchase experiences as well
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(Asanprakit & Kraiwanit, 2023). The decision-making process of consumers is greatly influenced by
social influence, consumer engagement, and trust in these platforms. Moreover, social media quick
development of features, such as integrated shopping and influencer marketing, has added more
complexity to this field (Hajli, 2015). Consequently, social commerce not only reflects prevailing trends
in consumer online shopping behavior but also acts as a harbinger of future directions in e-commerce,
underscoring its importance as a focal point in modern market research.

In Indonesia, there is a notable rise in social commerce, with a considerable portion of Indonesian
consumers showing a preference for shopping through social media platforms. According to a survey
conducted in 2022, a considerable proportion of Indonesian respondents expressed their plan to make
future purchases using social media platforms, indicating the growing popularity of social commerce in
the nation (Nurhayati, 2024). Furthermore, a review of the impacts of social commerce adoption in
Indonesia highlighted that it is crucial to comprehend consumer purchasing intentions in order to
formulate effective social commerce platform strategies (Saghfira & Astuti, 2022).

Several studies have employed established theories to elucidate consumer online shopping
behavior. While previous research has identified numerous factors influencing online consumer behavior,
encompassing all potential factors within a single research model is nearly impossible. Most studies have
concentrated on a select few significant factors. For instance, Koufaris (2002) investigated factors derived
from information systems (such as the technology acceptance model), marketing (Consumer Behavior),
and psychology (Flow and Environmental Psychology) within a unified model. Paviou and Fygenson
(2006) explored consumers' adoption of e-commerce using the extended theory of planned behavior
(TPB) (Ajzen, 1991). Miah et al. (2022) applied the social influential theory, social exchange theory, and
information processing theory to assess the influence of social media influencer marketing on consumer
online shopping behavior. The present study employs Social Influential Theory (SIT) to elucidate the
connections between live streaming, celebrity endorsements, and consumer online shopping behavior. As
per Kelman (1958), Social Influential Theory (SIT) delineates how individuals' beliefs, attitudes, and
subsequent behaviors are influenced by others through three processes: compliance, identification, and
internalization. Persuasion typically occurs when individuals are influenced and adopt the persuaded
behavior to reap rewards or avoid punishments. Thus, satisfaction stemming from compliance arises due
to the social impact of yielding to influence. Identification occurs when individuals accept opinions with
the aim of establishing or maintaining a desirable and beneficial relationship with others or a group.
Internalization occurs when individuals are influenced and subsequently realize that adopting the
persuaded behavior leads to gratification, thereby aligning their attitudes and actions with those of others.
Influencers serve as intermediaries who significantly shape the opinions, preferences, and actions of a
company's customers. Anyone can be an influencer by encouraging consumers to buy products and
services from a business (Gillin, 2007). Besides, word-of-mouth marketing impacts consumers through
information shared between individuals, while the behavior of celebrities influences consumers through
their endorsement of a business (Sernovitz et al., 2012).

In recent times, online shopping has witnessed a surge in popularity globally, appealing to both
consumers and retailers alike. Both online retailers and consumers can benefit from online shopping
(Hagen et al., 2024). Consumer behavior studies indicate that online reviews and specific opinions
sharing have become highly significant forms of communication. Presently, many customers are making
purchases through social media platforms. Numerous businesses have chosen to leverage the
opportunities offered by social media networks to attract more consumers (van der Harst &
Angelopoulos, 2024). Live streaming content serves as stimuli that prompt cognitive states in consumers,
ultimately affecting their behavior to purchase online (Xu et al., 2020). Moreover, business entities have
increasingly turned to social media advertising to entice online buyers into making purchases (Mumtaz et
al., 2011). Furthermore, targeted advertising on social media platforms such as Facebook and Instagram is
gaining popularity, allowing businesses to gain insights into customers' preferences and tailor e-
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advertising accordingly. By leveraging this data, organizations can customize advertising campaigns to
target specific customer segments and set desired pricing strategies (lyer et al., 2005). Through online
advertising, retailers can disseminate information regarding their products, enabling consumers to vividly
engage with their preferred items. Additionally, entrepreneurs utilize celebrity endorsements to promote
their products, which can enhance consumer purchase intentions. The endorsement of products by
celebrities may shape consumers' perceptions of the products, influencing their purchase decisions (Wang
etal., 2013).

Moreover, various factors influence consumer online shopping behavior, including social media
marketing through promotional tools (Miah et al., 2022) and perceived credibility (Kim & Song, 2020).
Research has identified credibility as a dimension of trust (Doney and Cannon, 1997), defined as the
degree to which a recipient finds information believable (Wathen and Burkell, 2002). Electronic
marketing tools are employed by online businesses to develop advertising campaigns, marketing tactics,
and consumer purchasing behaviour by means of prospective market segmentation. Eyre et al. (2020)
defined that internet advertising can take many different forms, but some examples include social network
advertising, banner ads, rich media ads, contextual ads, online classified ads, and marketing emails.
Advertising is the process of using media to communicate a personal meaning associated with facts and
product concepts in order to establish a brand identity (Kotler & Armstrong, 2010). Certainly, as a
developing country, Indonesia holds substantial potential for online businesses. Indonesia ranks among
the countries with the highest use of social media. Therefore, understanding the factors driving online
buying behavior on social media is crucial. However, there is a lack of previous research on consumer
online shopping behavior in the context of social media influencer marketing in Indonesia, particularly in
the post-COVID-19 era. Additionally, prior studies have not thoroughly examined the factors impacting
consumer online shopping behavior in the context of social media influencer marketing, nor have they
explored how social media promotional tools function as mediators and perceived credibility acts as
moderators alongside Social Influential Theory (SIT). Figure 1 illustrates the factors influencing
consumer online shopping behavior, with promotional tools acting as mediators and perceived credibility
as moderators. The following subsections detail the study variables and formulate hypotheses based on
the existing literature.

Perceived
Credibility

Live Streaming

Promotional Online Shopping

Tools Behavior

Celebrity

Endorsement

Figure 1 Research Model
2.1 Live Streaming

Live streaming shopping is an innovative form of social commerce adopted and utilized by social
commerce vendors (Miah et al., 2022). Through live presentations, retailers can influence online
customers to make purchases. Live streaming has revolutionized the traditional social commerce model in

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 116




International Journal of Social

Volume 7, Issue 9
Science Research and Review September, 2024

several ways. Online retailers can display real-time videos of their items thanks to live streaming, in
contrast to traditional online shopping, where buyers can only learn about products and services through
text and photographs. Customers can use this to learn more about the general characteristics and calibre of
the merchandise (Wongkitrungrueng & Assarut, 2018). Social Influential Theory explains that people are
influenced by others through three processes that lead to changes in their beliefs, attitudes, and behaviour:
internalisation, identification, and compliance. According to Zhang et al. (2019), implementing a live
streaming strategy can enhance a buyer’s intention to make online purchases by diminishing
psychological distance and perceived uncertainty. In order to increase client trust and increase the
likelihood that they will watch and buy, Chandrruangphen et al. (2022) recommend that merchants
concentrate on important aspects of live streaming. Studies and literature indicate that live presentations
enable vendors to exhibit their goods in a unique way, which may improve buyers' opinions and feelings
about the item. Consequently, customers may develop greater confidence in the seller and their products
due to live streaming. Thus, this study posits the following:

Hypothesis 1a: Live streaming significantly influences the use of promotional tools.
Hypothesis 1b: Live streaming significantly influences consumer online shopping behavior.
2.2 Celebrity Endorsement

A celebrity can effectively influence consumer purchasing decisions due to the trust people place
in well-known figures. Through social media, celebrities can raise awareness about products and have a
positive effect on customers’ perceptions of a particular brand (Rai & Sharma, 2013). Moreover, celebrity
endorsement is a marketing tactic used to draw attention to particular goods. An integrated model of
online celebrity endorsement has been designed and evaluated by Park and Lin (2020), who also looked
into the compatibility effects on consumers. Meng et al. (2021) have found that audience sentiments
toward online celebrities may impact a shoppers’ inclination to purchase goods recommended by these
influencers. Prior literature elucidates that celebrity endorsements, characterized by attractiveness,
credibility, and compatibility between the celebrity and the goods, positively influence a shoppers’
attitudes toward brands and goods, and buying intentions. Consequently, celebrity endorsements can
enhance consumers' desire to purchase products. Building on the above discussion, following hypotheses
are proposed:

Hypothesis 2a: Celebrity endorsement significantly influences the use of promotional tools.
Hypothesis 2b: Celebrity endorsement significantly influences consumer online shopping behavior.
2.3 Promotional Tools

Online firms utilize digital marketing technologies to develop marketing strategies, advertising
campaigns, and insights into potential market segmentation in order to understand customer purchasing
behaviour. Eyre et al. (2020), asserted that online advertising encompasses marketing emails, social
network advertising, banner ads, rich media ads, contextual ads, and online classified ads. In order to
boost engagement and encourage online purchase, businesses should work to increase the number of
favourable online reviews that consumers provide (Nuseir, 2019; Ventre and Kolbe, 2020). Detailed
product information in reviews increases their credibility among consumers (Jiménez & Mendoza, 2013).
Prior literature has emphasized that peer ratings and customer opinions have a significant impact on
internet purchase behavior. Consequently, favourable online reviews draw in more customers and have a
beneficial impact on their purchase decisions.

Furthermore, prior studies have explored the use of promotional tools as mediators in various
contexts. For example, Asadollahi et al. (2020) conducted a study in Iran and found a significant
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relationship between brand identity transfer and sport commitment and their dimensions, mediated by
promotional and advertising tools. Additionally, Nuseir & Al Shawabkeh (2019) investigated the
mediating role of Facebook as a platform for facilitating advertising to its users and observed that it
dynamically meets the growing needs of its users. Hence the current study proposes that:

Hypothesis 3: Promotional tools significantly influence consumer online shopping behavior.

Hypothesis 4: Promotional tools significantly mediate the relationship between live streaming and
consumer online shopping behavior.

Hypothesis5:Promotional ~ tools  significantly ~mediate the relationship  between celebrity
endorsement and consumer online shopping behavior.

2.4 Perceived Credibility

One of the most important factors influencing purchasing decisions is perceived credibility (Kim
and Song, 2020). The concept of source credibility is the foundation of credibility and refers to the degree
of confidence an information recipient has in the objectivity and impartiality of the source (Wang and
Yang, 2010). In contrast to characteristics like pricing and quality, which can be evaluated through
customer use, credibility is developed via faith in a company (Atkinson and Rosenthal, 2014). Customers
use credibility and trust as short cuts when choosing a firm over another, particularly in the e-commerce
space (Koh & Sundar, 2010).

Furthermore, Shah and Oppenheimer (2008) stated that when faced with a multitude of cues
throughout the decision-making process, consumers typically simplify their approach by concentrating on
a smaller number of indications. Individuals are prone to relying on information that is more obvious
(Tversky and Kahneman, 1974). This suggests that consumers analyse information that is readily
accessible differently based on how credible they believe it to be (Grewal et al., 1994). Customers might
not actively look for more cues to make a decision if information they consider to be highly reliable is
prominent and reduces consumer uncertainty (Jeong & Jang, 2017; Kim & Song, 2020). Research
suggests that in some situations when there is readily available salient information, buyers are less likely
to take into account other indicators, including customer reviews. In contrast, consumers may look for
extra cues to reduce the risks involved in making decisions when perceived credibility is low (Shiu et al.,
2011).

Previous studies have shown that consumers' purchasing behaviour is positively influenced when
they feel a connection to the endorser (Daneshvary and Schwer, 2000). The concept of parasocial
identification was first presented by Shan et al. (2020). It posits that even though followers do not know
influencers personally, they nevertheless feel a parasocial relation to them, and that a high level of self-
influencer congruence increases followers' parasocial identification with the social media influencer.
Previous research has highlighted that in order to produce positive brand results, there needs to be a
strong alignment between the influencer and the brand (Hudders et al., 2021). Influencers also profit from
the trust and established ties they have built with their followers (Kim & Kim, 2021). Influencers who are
seen as being like their followers are often seen as more credible, which increases the intention to buy the
endorsed product (Sokolova and Kefi, 2020). In the context of consumer food purchasing behaviour,
recent research (e.g., Kim et al., 2024) has investigated and validated the moderating influence of
perceived credibility. Therefore, it is assumed that:

Hypothesis 6: Perceived credibility significantly influences consumer online shopping behavior.

Hypothesis 7: Perceived credibility significantly moderates the relationship between promotional
tools and consumer online shopping behavior.
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3. Methodology
3.1 Measurement and Data Collection

Researchers emphasize the importance of employing appropriate analytical techniques to achieve
research objectives and address theoretical and practical issues (Rehman et al., 2019). Hence, this study
adopts a quantitative approach using a structured questionnaire for data collection and hypothesis testing
(Rehman et al., 2019). Respondents were presented with a five-point Likert scale to indicate their
responses to survey questions. The indicators for the study constructs were derived from the existing
literature as follows:

Section A of the questionnaire encompasses the independent variables, including live streaming
and celebrity endorsement. This section also includes questions related to the mediator, moderator, and
dependent variables: promotional tools, perceived credibility, and consumer online shopping behavior,
respectively. All items pertaining to each construct, sourced from previous research, were assessed using
a 5-point Likert scale ranging from strongly disagree (1) to strongly agree (5). The measurement scale for
live streaming was adapted from Xu et al. (2020), while the scale for celebrity endorsement was derived
from Zafar et al. (2021). The measurement scale for promotional tools was adopted from Bakewell and
Mitchell (2003), and perceived credibility was measured using the scale developed by Appelman and
Sundar (2016). The scale for consumer online shopping behavior was adapted from Masoud (2013).
Additionally, Section B addresses demographic profiles and the frequency of online shopping.

The current study focuses on Indonesian consumers who engage in online shopping. Purposive
sampling followed by snowball sampling was utilized for participant selection. Questionnaires were
distributed to respondents online. Previous research recommends combining snowball sampling with
purposive sampling techniques for data collection (e.g., Valerio et al., 2016; Ritchie et al., 2013),
particularly in situations where defining the sampling frame is challenging. Consequently, the survey link
was shared with individuals who engage in online shopping in Indonesia. To maximize the number of
responses within a short timeframe, the online questionnaire was disseminated through various platforms
such as Messenger, Instagram, and WhatsApp. The survey link was available for responses from the
beginning to the end of November 2023. A total of 375 out of 392 received responses were deemed valid
for analysis.

3.2 Statistical Technique

This study used SmartPLS 4 to empirically examine the hypotheses that were put forth.
SmartPLS 4 was chosen because it provides superior results and can handle both simple and
complex/large research models without requiring a normality test (Bamgbade et al., 2015; Hair Jr et al.,
2021). Moreover, previous research indicates that the Partial Least Squares Structural Equation Modeling
(PLS-SEM), when compared to covariance-based approaches, frequently vyields superior findings
(Afthanorhan, 2013; Hair Jr et al., 2021). Therefore, two models were estimated in PLS-SEM: the
structural model and the measurement model, both of which were utilized in this study. Additionally,
descriptive statistical analysis was conducted using SPSS (Version 27) software.

4. Data Analysis and Results

To understand the demographic profile of the survey participants, an analysis focused on key
factors such as gender, age, educational attainment, and frequency of online shopping was conducted.
Table 1 illustrates the outcomes of this analysis. Among the 375 final respondents, 88.0% were female
and 12.0% were male. The largest proportion of respondents, totaling 71.2%, were aged between 20 and
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30 years. Furthermore, those holding a bachelor's degree constituted the largest segment of the sample,
making up 61.8% of the respondents.

Table 1: Demographic Characteristics of the Respondents (N = 375)

Demographic Variables Category Frequency Percent (%)

1.  Gender Male 45 12.0
Female 330 88.0

2. Age 20-30 years 267 71.2
31-40 years 89 23.7
41-50 years 19 5.1

3. Educational Level High School 21 5.6
Bachelor’s degree 232 61.8
Master’s degree 122 32.6
or higher

4.  Frequency of online shopping Daily several times 11 3.0
Daily once 155 41.3
Weekly once 92 24.5
Monthly once 117 31.2

Moreover, the study utilized SmartPLS 4 to conduct analysis in two stages: the measurement
model and the structural model. In the measurement model, three essential aspects were calculated:
content validity, convergent validity, and discriminant validity (Hair Jr et al., 2013).

Content validity ensures that the loadings of each variable's items are higher than those of other
variables in the same rows and columns. In this study, content validity was assessed using factor loadings,
which are presented in Table 2, following the guidance of prior researchers (Chin, 1998; Hair Jr et al.,
2021). All items of respective variables demonstrated high loadings compared to other variables.

Convergent validity assesses the extent to which items of a variable measure the same underlying
construct (Rehman et al., 2019). It ensures that all items effectively reflect their corresponding indicators
(Zhou et al., 2013). Essentially, convergent validity indicates how well a predictor correlates positively
with other predictors of the same construct (Hair Jr et al., 2021). In structural equation modeling (SEM),
three criteria: factor loadings, composite reliability (CR), and average variance extracted (AVE) are
crucial for evaluating convergent validity (Fornell & Larcker, 1981). Specifically, factor loadings should
exceed 0.50, and both AVE and CR should be at least 0.50 and 0.70, respectively (Hayduk & Littvay,
2012). Items with factor loadings above these standardized values contribute to a robust theoretical
framework. Additionally, Cronbach's alpha, which should surpass 0.60 (Nunnally, 1978), also met the
requisite standards as shown in Table 2. Thus, this research confirmed the convergent validity criteria of
its theoretical framework (Bagozzi and Yi, 1988).

Table 2: Reliability Analysis
Variables ltems LS CE PT PC OSB AVE CR CA R? Rho_A

LS LS1 0.882 0.795 0.940 0.914 0.918
LS2 0.863
LS3 0.909
LS4 0.913

CE CE1 0.863 0.846 0.956 0.939 0.945
CE2 0.932
CE3 0.939
CE4 0.943
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PT PT1 0.931 0.877 0.966 0.953 0.462 0.954
PT2 0.931
PT3 0.952
PT4 0.932
PC PC1 0.907 0.855 0.946 0.915 0.915
PC2 0.937
PC3 0.930
0SB 0OSB1 0.902 0.809 0.971 0966 0.695 0.968
0SB2 0.885
OSB3 0.797
0SB4 0.930
0OSB5 0.913
0OSB6 0.918
0oSsB7 0.916
0OSB8 0.928

Discriminant validity refers to the situation where researchers ensure that each indicator within a
theoretical framework is statistically distinct (Rehman et al., 2019). It indicates whether two variables are
statistically different from each other, demonstrating the extent to which one variable is empirically
distinguishable from others (Hair Jr et al., 2021). Specifically, items belonging to a particular variable
should exhibit greater variance compared to items of other variables within the theoretical model. In this
study, discriminant validity was assessed following the guidelines of Fornell and Larcker (1981) and
through the Heterotrait-Monotrait ratio (Hair Jr et al., 2013). According to these criteria, comparisons
were made between the diagonal upper values (derived from the square root of AVE) and values below
them. For each column and row, the diagonal upper value should exceed the corresponding below values.
Table 3 demonstrates that the standardized criteria for discriminant validity were met in this research.

Table 3: Validity Analysis

Variables CE LS 0SB PC PT
CE 0.920

LS 0.657 0.892

OSB 0.559 0.654 0.899

PC 0.544 0.574 0.804 0.924

PT 0.586 0.644 0.713 0.688 0.936

Table 4: Heterotrait-Monotrait ratio (HTMT)

Variables CE LS 0SB PC PT
CE

LS 0.704

OSsB 0.584 0.694

PC 0.585 0.627 0.854

PT 0.617 0.687 0.743 0.737

PC x PT 0.146 0.251 0.294 0.327 0.362

In the initial phase, we establish the prerequisites for the measurement or outer models, including
content validity, discriminant validity, convergent validity, and reliability. Moving forward, this section
focuses on testing the hypotheses proposed earlier using two methods in SmartPLS 4. Firstly, the
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Algorithm technique is applied, followed by the Bootstrapping technique. As illustrated in Fig. 2 and
detailed in Table 5, our study comprises nine hypotheses, encompassing six direct hypotheses and three
indirect hypotheses involving mediation and moderation.

In this study, our focus is on assessing the predictive relevance of the theoretical model through
three key metrics: R-squared (R?), standardized root mean square residual (SRMR), and Stone-Test
Geisser (Q?). R?signifies the proportion of variance explained by all independent constructs. According to
Cohen (1988), R? values between 0.02 and 0.13 are considered weak, 0.13 to 0.26 moderate, and above
0.26 substantial. In our research, the R? values for PT and OSB are deemed substantial. SRMR measures
the disagreement between the implied correlation matrix in the model and the observed correlations
(Browne and Cudeck, 1992). The SRMR value obtained, 0.037, falls below the maximum threshold of
0.080 as recommended by Hu and Bentler (1999). Additionally, cross-validated redundancy is evaluated
to gauge the quality of the research model using the blindfolding technique in SmartPLS. Q2 which
assesses predictive relevance, should exceed zero (Chin, 1998a; Henseler et al., 2009). In our study, the
Q? value of 0.558 surpasses zero, indicating good predictive relevance of the model according to Hair Jr
et al. (2021).

Table 5: PLS Bootstrapping Results

Hypotheses Paths Std. Beta Std. Dev T values p values Results VIF SRMR ?
Hla LS->PT 0.456 0.061 7455 p<0.001 (0.000) Accept  1.759
0.139 0.032  4.306

Hilb LS->O0SB p<0.001 (0.000) Accept  1.759 0.037  .558
H2a CE->PT 0.286 0.067 4256 p<0.001 (0.000) Accept  1.918
H2b CE->OSB 0.087 0.027 3249 p<0.01(0.001)  Accept  1.977
H3 PT->0SB 0.305 0.054 5.662  p<0.001 (0.000) Accept  1.155
H4 0.139 0.032  4.306

LS -> PT -> OSB p<0.001 (0.000)  Accept
H5 CE->PT->0sB 0.087 0.027 3249 p<0.01(0.001)  Accept
H6 PC->0SB 0.596 0.052 11356 p<0.001 (0.000) Accept

H7 PCxPT->0sB 0.005 0.029 0.162  p>0.05(0.871)  Reject

xxxp < 0.001, **p < 0.01, and *p < 0.05

For direct relationship hypotheses, all six hypotheses were supported while indirect hypotheses
exhibited support for two out of three. For example, live streaming (LS) has a significant and positive
influence on promotional tools (PT) as (B value 0.456, t value 7.455, and p<0.001. Also, live streaming
(LS) has a significant and positive influence on online shopping behavior (OSB) as (f value 0.139, t value
4.306, and p <0.001. Moreover, celebrity endorsement (CE) has a significant and positive influence on
PT as (B=0.286, t=4.256, p<0.001). Besides, celebrity endorsement (CE) has a significant and positive
influence on OSB as (B =0.087, t=3.249, p <0.01). Furthermore, promotional tools (PT) have a positive
and significant influence on OSB as beta value =0.305, t value=5.662, and a p value less than 0.001.
Meanwhile, perceived credibility (PC) has a positive and significant influence on OSB as f§ value 0.596, t
value 11.356, and p<0.001. In addition, PT significantly and positively mediates the relationship
between LS (B=0.139, t=4.306, p<0.001), and OSB. Moreover, PT significantly and positively
mediates the relationship between CE (f=0.087, t=3.249, p<0.01), and OSB. However, PC did not
moderate the relationship between PT and OSB as (=0.005, t=0.162, p>0.05). In this respect, only
one hypothesis H7 is not accepted (Table 5).
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5. Discussion and Conclusion

This research investigates the factors influencing consumer online shopping behavior in social
commerce, emphasizing the moderating influence of perceived credibility. The study proposed a research
model consisting of eleven hypotheses. As detailed earlier, Hypotheses 1a, 1b, 2a, 2b, 3, 4, 5, and 6 found
support, while Hypothesis 7 did not. Nevertheless, the study model successfully explained 69.5% of the
variance in consumer online shopping behavior.

The hypotheses were categorized into two groups, focusing on direct effects on consumer online
shopping behavior. The empirical results indicated that live streaming, celebrity endorsement,
promotional tools, and perceived credibility all have positive influences on consumer online shopping
behavior. The findings strongly support the idea that live streaming positively affects consumer online
shopping behavior, contradicting previous research, particularly in the field of social commerce (e.g.,
Miah et al., 2022). Therefore, businesses can enhance their sales by engaging in live streaming sessions
that allow direct interaction with consumers.

Additionally, celebrity endorsement was found to positively impact consumer online shopping
behavior, consistent with previous literature (e.g., Miah et al., 2022). This suggests that products endorsed
by celebrities tend to attract more consumer interest, making this strategy advantageous for businesses to
pursue.

Moreover, the positive effect of promotional tools on consumer online shopping behavior
suggests that products advertised through social media promotional tools are more likely to be purchased
by consumers. Furthermore, perceived credibility was observed to positively influence consumer online
shopping behavior, indicating that consumers are more inclined to purchase products from businesses
they perceive as credible.

The second set of hypotheses explored the mediating role of promotional tools and the
moderating role of perceived credibility. Results showed support for two out of three hypotheses in this
group. The findings demonstrated that promotional tools significantly mediate two specific relationships:
i.e., amid live streaming and consumer online shopping behavior, and between celebrity endorsement and
consumer online shopping behavior. This underscores the importance of promotional tools in influencing
consumer online shopping behavior, particularly in the contexts involving live streaming and celebrity
endorsement. However, the study did not find substantial evidence to support the idea that perceived
credibility moderates the relationship between promotional tools and consumer online shopping behavior.

6. Implications
6.1 Theoretical Implications

This study contributes significantly to the theoretical understanding of consumer online shopping
behavior, particularly in the context of the social commerce. It stands out as one of the few research
endeavors that delve into the determinants influencing consumer online shopping behavior, especially
within the specific context of Indonesia. Moreover, the research innovatively explores the mediating role
of promotional tools in the relationship between live streaming, celebrity endorsement and consumer
online shopping behavior. In addition, the moderating influence of perceived credibility on the
relationship between promotional tools and consumer online shopping behavior is another contribution of
this study. Furthermore, another significant theoretical contribution of this study is its expansion of the
Social Influence Theory (SIT).
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6.2 Practical Implications

This study delves into the increased usage of social commerce by Indonesian consumers,
highlighting the importance for providers to understand consumer online shopping behavior dynamics. It
emphasizes the significance of factors such as live streaming, celebrity endorsement, promotional tools
and perceived credibility in fostering consumer online shopping behavior. Notably, the research
underscores the direct positive impact of live streaming and celebrity endorsement, suggesting that
improving these aspects can naturally enhance consumer online shopping behavior. This underscores the
importance of focusing on these determinants for sustained consumer online shopping behavior and
relationship building in the social commerce industry.

Besides, the study underscores the importance of promotional tools in fostering consumer online
shopping behavior. Customers are more inclined to shop through social media platforms in the long run if
they find them beneficial, while also perceiving added benefits compared to other methods. Businesses
should prioritize to use social media marketing tools to attract more customers in Indonesian social
commerce platforms. Additionally, this research highlights significant role of perceived credibility in
bolstering consumer online shopping behavior, particularly in the realm of social commerce.

Furthermore, the study reveals that social media marketing tools mediates the association amid
live streaming, celebrity endorsement and consumer online shopping behavior. Thus, live streaming
sessions, celebrity endorsement and advertising it through social media marketing tools can help business
to reach more customers and boosting up their sales performance.

7. Limitations and Future Research Directions

This study acknowledges few limitations that suggest directions for future research. Firstly, its
applicability is constrained by its focus on Indonesia, highlighting the necessity for cross-cultural
validation in diverse settings. Secondly, exploring additional constructs like product involvement and
hedonic motivations could enhance understanding of their direct impacts on consumer online shopping
behavior. While perceived credibility was examined as a moderator, future investigations could consider
other moderators such as demographics and consumer habits. Furthermore, exploring mediators and their
interrelationships could add complexity to the research model. Moreover, expanding beyond the social
commerce sector to investigate consumer online shopping behavior across various industries (e.g.,
fashion) could yield valuable insights. Longitudinal studies could also offer a more comprehensive
understanding of consumer online shopping behavior over time. Lastly, future studies could benefit from
larger sample sizes to improve the robustness and reliability of their findings.

Data Availability

The data supporting the findings of this study is available from the corresponding author upon reasonable
request.

Conflicts of Interest
The authors declare no conflicts of interest.
Funding Statement

The authors received no financial support for the research authorship and publication of this article.

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 124



International Journal of Social

Volume 7, Issue 9
Science Research and Review September, 2024

References

Afthanorhan, W. M. A. B. W. (2013). A comparison of partial least square structural equation modeling
(PLS-SEM) and covariance based structural equation modeling (CB-SEM) for confirmatory factor
analysis. International Journal of Engineering Science and Innovative Technology, 2(5), 198-205.

Al Kurdi, B., Nuseir, M. T., Alshurideh, M. T., Alzoubi, H. M., AlHamad, A., & Hamadneh, S. (2024).
The Impact of Social Media Marketing on Online Buying Behavior via the Mediating Role of
Customer Perception: Evidence from the Abu Dhabi Retail Industry. In Cyber Security Impact on
Digitalization and Business Intelligence: Big Cyber Security for Information Management:
Opportunities and Challenges (pp. 431-449). Cham: Springer International Publishing.

Appelman, A., & Sundar, S. S. (2016). Measuring message credibility: Construction and validation of an
exclusive scale. Journalism & Mass Communication Quarterly, 93(1), 59-79.

Asadollahi, E., Keshtidar, M., Heydari, R., & Peri¢, M. (2020). Brand identity transfer and consumers'
sport commitment in the Iranian Football Premier League: mediating role of promotional and
advertising tools.

Asanprakit, S., & Kraiwanit, T. (2023). Causal factors influencing the use of social commerce
platforms. Journal of Open Innovation: Technology, Market, and Complexity, 9(4), 100172.

Atkinson, L., & Rosenthal, S. (2014). Signaling the green sell: The influence of eco-label source,
argument specificity, and product involvement on consumer trust. Journal of Advertising, 43(1), 33-
45.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the academy
of marketing science, 16, 74-94.

Bakewell, C., & Mitchell, V. W. (2003). Generation Y female consumer decision-making
styles. International journal of retail & distribution management, 31(2), 95-106.

Bamgbade, J. A., Kamaruddeen, A. M., & Nawi, M. N. M. (2015). Factors influencing sustainable
construction among construction firms in Malaysia: A preliminary study using PLS-SEM. Revista
Tecnica De La Facultad De Ingenieria Universidad Del Zulia (Technical Journal of the Faculty of
Engineering, TIFE), 38(3), 132-142.

Browne, M. W., & Cudeck, R. (1992). Alternative ways of assessing model fit. Sociological methods &
research, 21(2), 230-258.

Chandrruangphen, E., Assarut, N., & Sinthupinyo, S. (2022). The effects of live streaming attributes on
consumer trust and shopping intentions for fashion clothing. Cogent Business & Management, 9(1),
2034238.

Chaturvedi, D. S., & Gupta, D. S. (2014). Effect of social media on online shopping behaviour of apparels
in Jaipur city-an Analytical Review. Available at SSRN 3204970.

Chin, W. W. (1998). The partial least squares approach to structural equation modeling. Modern methods
for business research, 295(2), 295-336.

Cohen, J. (1988). Set correlation and contingency tables. Applied psychological measurement, 12(4), 425-
434.

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 125



International Journal of Social

Volume 7, Issue 9
Science Research and Review September, 2024

Daneshvary, R., & Schwer, R. K. (2000). The association endorsement and consumers’ intention to
purchase. Journal of consumer marketing, 17(3), 203-213.

Deb, S. K., Nafi, S. M., & Valeri, M. (2024). Promoting tourism business through digital marketing in the
new normal era: a sustainable approach. European Journal of Innovation Management, 27(3), 775-
799.

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer—seller
relationships. Journal of marketing, 61(2), 35-51.

Eger, L., Komérkova, L., Egerova, D., & Mic¢ik, M. (2021). The effect of COVID-19 on consumer
shopping behaviour: Generational cohort perspective. Journal of Retailing and consumer services, 61,
102542.

Eyre, R., De Luca, F., & Simini, F. (2020). Social media usage reveals recovery of small businesses after
natural hazard events. Nature communications, 11(1), 1629.

F. Hair Jr, J., Sarstedt, M., Hopkins, L., & G. Kuppelwieser, V. (2014). Partial least squares structural
equation modeling (PLS-SEM) An emerging tool in business research. European business
review, 26(2), 106-121.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables
and measurement error. Journal of marketing research, 18(1), 39-50.

Geng, R., Wang, S., Chen, X., Song, D., & Yu, J. (2020). Content marketing in e-commerce platforms in
the internet celebrity economy. Industrial Management & Data Systems, 120(3), 464-485.

Gillin, P. (2007). The new influencers.: A marketer’s guide to the new social media. Linden Publishing.

Grewal, D., Gotlieb, J., & Marmorstein, H. (1994). The moderating effects of message framing and
source credibility on the price-perceived risk relationship. Journal of consumer research, 21(1), 145-
153.

Gu, X., Zhang, X., & Kannan, P. K. (2024). Influencer Mix Strategies in Livestream Commerce: Impact
on Product Sales. Journal of Marketing, 00222429231213581.

Hagen, D., Spierings, B., Weltevreden, J., Risselada, A., & Atzema, O. (2024). What drives consumers to
use local online retail platforms? The influence of non-place-specific and place-specific
motives. Journal of Retailing and Consumer Services, 77, 103649.

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial least
squares structural equation modeling (PLS-SEM) using R: A workbook (p. 197). Springer Nature.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial least squares structural equation modeling:
Rigorous applications, better results and higher acceptance. Long range planning, 46(1-2), 1-12.

Hajli, N. (2015). Social commerce constructs and consumer's intention to buy. International journal of
information management, 35(2), 183-191.

Hayduk, L. A., & Littvay, L. (2012). Should researchers use single indicators, best indicators, or multiple
indicators in structural equation models?. BMC medical research methodology, 12, 1-17.

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 126



International Journal of Social

Volume 7, Issue 9
Science Research and Review September, 2024

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path modeling in
international marketing. In New challenges to international marketing (Vol. 20, pp. 277-319).
Emerald Group Publishing Limited.

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis:
Conventional criteria versus new alternatives. Structural equation modeling: a multidisciplinary
journal, 6(1), 1-55.

Hudders, L., De Jans, S., & De Veirman, M. (2021). The commercialization of social media stars: a
literature review and conceptual framework on the strategic use of social media influencers. Social
media influencers in strategic communication, 24-67.

Huwaida, L. A., Yusuf, A., Satria, A. N., Darmawan, M. A., Ammar, M. F., Yanuar, M. W., ... &
Yaiprasert, C. (2024). Generation Z and Indonesian Social Commerce: Unraveling key drivers of
their shopping decisions. Journal of Open Innovation: Technology, Market, and Complexity, 10(2),
100256.

Igbal, A., Ahmed, S., Laila, A., Khan, S. A., & Faizan, M. (2024). E-Commerce Adoption: The
Moderating Role of Commitment between Purchase Intention and Customer Purchase Behavior.

Islam, M. S. (2015). An analysis of factors affecting on online shopping behavior of
consumers. European Journal of Business and Management, 7(28), 6-17.

lyer, G., Soberman, D., & Villas-Boas, J. M. (2005). The targeting of advertising. Marketing
Science, 24(3), 461-476.

Jamil, K., Dunnan, L., Gul, R. F., Shehzad, M. U, Gillani, S. H. M., & Awan, F. H. (2022). Role of social
media marketing activities in influencing customer intentions: a perspective of a new emerging
era. Frontiers in psychology, 12, 808525.

Jeong, E., & Jang, S. (2017). Heuristic evaluation of healthy menus: examining the effect of brand image
congruity. International Journal of Contemporary Hospitality Management, 29(10), 2514-2534.

Jiménez, F. R., & Mendoza, N. A. (2013). Too popular to ignore: The influence of online reviews on
purchase intentions of search and experience products. Journal of interactive marketing, 27(3), 226-
235.

Kelman, H. C. (1958). Compliance, identification, and internalization three processes of attitude change.
Journal of conflict resolution, 2(1), 51-60.

Kim, D. Y., & Kim, H. Y. (2021). Trust me, trust me not: A nuanced view of influencer marketing on
social media. Journal of Business Research, 134, 223-232.

Kim, E. J., Kim, E. L., Kim, M., & Tang, J. (2024). The matching effect of local food and color on ethical
dining behaviors: the roles of credibility and green image. International Journal of Contemporary
Hospitality Management, 36(5), 1557-1576.

Kim, J. H., & Song, H. (2020). The influence of perceived credibility on purchase intention via
competence and authenticity. International Journal of Hospitality Management, 90, 102617.
https://doi.org/10.1016/j.ijhm.2020.102617.

Koh, Y. J., & Sundar, S. S. (2010). Effects of specialization in computers, web sites, and web agents on e-
commerce trust. International journal of human-computer studies, 68(12), 899-912.

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 127


https://doi.org/10.1016/j.ijhm.2020.102617

International Journal of Social

Volume 7, Issue 9

Science Research and Review September, 2024

Koh, Y. J., & Sundar, S. S. (2010). Effects of specialization in computers, web sites, and web agents on e-
commerce trust. International journal of human-computer studies, 68(12), 899-912.

Kotler, P., & Amstrong, G. (2010). Pemasaran. Jakarta: Erlangga.

Mahoney, L. M., & Tang, T. (2024). Strategic social media: From marketing to social change. John
Wiley & Sons.

Masoud, E. Y. (2013). The effect of perceived risk on online shopping in Jordan. European journal of
Business and Management, 5(6), 76-87.

Meng, L. M., Duan, S., Zhao, Y., LU, K., & Chen, S. (2021). The impact of online celebrity in
livestreaming E-commerce on purchase intention from the perspective of emotional
contagion. Journal of Retailing and Consumer Services, 63, 102733.

Miah, M. R., Hossain, A., Shikder, R., Saha, T., & Neger, M. (2022). Evaluating the impact of social
media on online shopping behavior during COVID-19 pandemic: A Bangladeshi consumers’
perspectives. Heliyon, 8(9).

Moedeen, S., Aw, E. C. X., Alryalat, M., Wei-Han Tan, G., Cham, T. H., Ooi, K. B., & Dwivedi, Y. K.
(2024). Social media marketing in the digital age: empower consumers to win big?. Asia Pacific
Journal of Marketing and Logistics, 36(1), 66-84.

Moinuddin, M., Usman, M., & Khan, R. (2024). Decoding Consumer Behavior: The Role of Marketing
Analytics in Driving Campaign Success. International Journal of Advanced Engineering
Technologies and Innovations, 1(4), 118-141.

Momtaz, H., Islam, M. A., Ariffin, K. H. K., & Karim, A. (2011). Customers satisfaction on online
shopping in Malaysia. International Journal of Business and Management, 6(10), 162.

Murari, K., Shukla, S., & Dulal, L. (2024). Social media use and social well-being: a systematic review
and future research agenda. Online Information Review.

Nadeem, W., Khani, A. H., Schultz, C. D., Adam, N. A., Attar, R. W., & Hajli, N. (2020). How social
presence drives commitment and loyalty with online brand communities? the role of social commerce
trust. Journal of Retailing and Consumer Services, 55, 102136.

Nunnally, J. C. (1978). An overview of psychological measurement. Clinical diagnosis of mental
disorders: A handbook, 97-146.

Nurhayati, N. (2024). Indonesian government policies: catalyzing economic growth in food lindustry
expansion. Jurnal Mantik, 7(4), 3937-3948.

Nuseir, M. T. (2019). The impact of electronic word of mouth (e-WOM) on the online purchase intention
of consumers in the Islamic countries—a case of (UAE). Journal of Islamic Marketing, 10(3), 759-
767.

Nuseir, M. T., & AlShawabkeh, A. (2019). Marketing communication in the digital age: exploring the
cultural historical activity theory in examining Facebook's advertising platform. International Journal
of Electronic Customer Relationship Management, 12(2), 97-107.

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 128



International Journal of Social

Volume 7, Issue 9
Science Research and Review September, 2024

Nuseir, M. T., & AlShawabkeh, A. (2019). Marketing communication in the digital age: exploring the
cultural historical activity theory in examining Facebook's advertising platform. International Journal
of Electronic Customer Relationship Management, 12(2), 97-107.

Panigoro, Erwin; Harwani, Yuli; Permana, Dudi; Imaningsih, Erna Sofriana; and Mahadewi, Erlina P.
(2023) "The Impact of Digital Communication on Online Purchasing Behavior among Indonesian
Millennials: A Case Study of Tokopedia," Jurnal Komunikasi Indonesia: Vol. 12: No. 2, Article 8.
DOI: 10.7454/jkmi.v12i2.1210.

Park, H. J., & Lin, L. M. (2020). The effects of match-ups on the consumer attitudes toward internet
celebrities and their live streaming contents in the context of product endorsement. Journal of
retailing and consumer services, 52, 101934.

Pavlou, P. A., & Fygenson, M. (2006). Understanding and predicting electronic commerce adoption: An
extension of the theory of planned behavior. MIS quarterly, 115-143.

Rai, S. K., & Sharma, A. K. (2013). Celebrity attributes and influence on consumer behaviour: A study of
Shekhawati region of Rajasthan. Pacific Business Review International, 5(11), 57-64.

Rehman, M. H., Yaqoob, 1., Salah, K., Imran, M., Jayaraman, P. P., & Perera, C. (2019). The role of big
data analytics in industrial Internet of Things. Future Generation Computer Systems, 99, 247-259.

Rehman, S. U., Bano, T., & Bhatti, A. (2019). Factors influencing online purchase intention with the
mediating role of customer satisfaction. International Journal of Economics, Management and
Accounting, 27(1), 235-252.

Rehman, S. U., Mohamed, R., & Ayoup, H. (2019). The mediating role of organizational capabilities
between organizational performance and its determinants. Journal of Global Entrepreneurship
Research, 9(1), 1-23.

Ritchie, J., Lewis, J., & Elam, R. G. (2013). Selecting samples. Qualitative Research Practice: A Guide
for Social Science Students and Researchers. Thousand Oaks, CA: Sage, 111.

Ritchie, J., Lewis, J., & Elam, R. G. (2013). Selecting samples. Qualitative Research Practice: A Guide
for Social Science Students and Researchers. Thousand Oaks, CA: Sage, 111.

Saghfira, A., & Astuti, R. D. (2022, January). The Impact of S-Commerce Usage in Indonesia Towards
Social Commerce Intention. In Brawijaya International Conference on Economics, Business and
Finance 2021 (BICEBF 2021) (pp. 151-157). Atlantis Press.

Schouten, D. G., Massink, P., Donker, S. F., Neerincx, M. A., & Cremers, A. H. (2021). Using
scaffolding to formalize digital coach support for low-literate learners. User Modeling and User-
Adapted Interaction, 31(2), 183-223.

Sernovitz, A., Godin, S., & Kawasaki, G. (2012). Word of Mouth Marketing: How Smart Companies Get
People Talking (Greenleaf Book Group Press, USA).

Shah, A. K., & Oppenheimer, D. M. (2008). Heuristics made easy: an effort-reduction
framework. Psychological bulletin, 134(2), 207.

Shan, Y., Chen, K. J., & Lin, J. S. (2020). When social media influencers endorse brands: the effects of
self-influencer congruence, parasocial identification, and perceived endorser motive. International
Journal of Advertising, 39(5), 590-610.

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 129



International Journal of Social

Volume 7, Issue 9
Science Research and Review September, 2024

Shiu, E. M., Walsh, G., Hassan, L. M., & Shaw, D. (2011). Consumer uncertainty, revisited. Psychology
& Marketing, 28(6), 584-607.

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should | buy? How
credibility and parasocial interaction influence purchase intentions. Journal of retailing and consumer
services, 53, 101742.

Statista. (2024a). Number of online shoppers in Indonesia in 2017 and 2022. Retrieved from:
https://www.statista.com/statistics/971411/indonesia-number-online-shoppers/.

Statista. (2024b). Number of users of e-commerce in Indonesia from 2020 to 2029. Retrieved from:
https://www.statista.com/forecasts/251635/e-commerce-users-in-indonesia .

Hamdan, H., & Yuliantini, T. . (2021). PURCHASE BEHAVIOR : ONLINE TOUR PACKAGE. Dinasti
International Journal of Management Science, 2(3), 420-434.
https://doi.org/10.31933/dijms.v2i3.704.

Tuncer, 1., & Kartal, A. S. (2024). Do the importance of influencer-and customer-generated content on
social media affect willingness to pay more for potential customers?. Journal of Consumer
Behaviour, 23(2), 1002-1013.

Tversky, A., & Kahneman, D. (1974). Judgment under Uncertainty: Heuristics and Biases: Biases in
judgments reveal some heuristics of thinking under uncertainty. science, 185(4157), 1124-1131.

Uzunoglu, C. (2024). eCommerce in Indonesia: Market to Reach US$100 Billion Soon. Retrieved from:
https://fecommercedb.com/insights/ecommerce-in-indonesia-consumer-trends-revenue  -penetration-
rate-livestream-shopping/4573

Valerio, M. A., Rodriguez, N., Winkler, P., Lopez, J., Dennison, M., Liang, Y., & Turner, B. J. (2016).
Comparing two sampling methods to engage hard-to-reach communities in research priority
setting. BMC medical research methodology, 16, 1-11.

Valerio, M. A., Rodriguez, N., Winkler, P., Lopez, J., Dennison, M., Liang, Y., & Turner, B. J. (2016).
Comparing two sampling methods to engage hard-to-reach communities in research priority
setting. BMC medical research methodology, 16, 1-11.

van der Harst, J. P., & Angelopoulos, S. (2024). Less is more: Engagement with the content of social
media influencers. Journal of Business Research, 181, 114746.

Ventre, |., & Kolbe, D. (2020). The impact of perceived usefulness of online reviews, trust and perceived
risk on online purchase intention in emerging markets: A Mexican perspective. Journal of
International Consumer Marketing, 32(4), 287-299.

Wang, J. S., Cheng, Y. F., & Chu, Y. L. (2013). Effect of celebrity endorsements on consumer purchase
intentions: Advertising effect and advertising appeal as mediators. Human Factors and Ergonomics in
Manufacturing & Service Industries, 23(5), 357-367.

Wang, X., & Yang, Z. (2010). The effect of brand credibility on consumers’ brand purchase intention in
emerging economies: The moderating role of brand awareness and brand image. Journal of global
marketing, 23(3), 177-188.

Wathen, C. N., & Burkell, J. (2002). Believe it or not: Factors influencing credibility on the Web. Journal
of the American society for information science and technology, 53(2), 134-144.

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 130


https://www.statista.com/statistics/971411/indonesia-number-online-shoppers/
https://www.statista.com/forecasts/251635/e-commerce-users-in-indonesia
https://ecommercedb.com/insights/ecommerce-in-indonesia-consumer-trends-revenue%20-penetration-rate-livestream-shopping/4573
https://ecommercedb.com/insights/ecommerce-in-indonesia-consumer-trends-revenue%20-penetration-rate-livestream-shopping/4573

International Journal of Social I —

Science Research and Review September, 2024

Wongkitrungrueng, A., & Assarut, N. (2020). The role of live streaming in building consumer trust and
engagement with social commerce sellers. Journal of business research, 117, 543-556.

Xu, X., Wu, J. H.,, & Li, Q. (2020). What drives consumer shopping behavior in live streaming
commerce?. Journal of electronic commerce research, 21(3), 144-167.

Xu, X., Wu, J. H.,, & Li, Q. (2020). What drives consumer shopping behavior in live streaming
commerce?. Journal of electronic commerce research, 21(3), 144-167.

Zafar, A. U., Qiu, J., Li, Y., Wang, J., & Shahzad, M. (2021). The impact of social media celebrities'
posts and contextual interactions on impulse buying in social commerce. Computers in human
behavior, 115, 106178.

Zhang, X., Xiang, Y., & Hao, L. (2019). Virtual gifting on China’s live streaming platforms: hijacking the
online gift economy. Chinese Journal of Communication, 12(3), 340-355.

Zhou, W., Sun, J., Guan, Y., Li, Y., & Pan, J. (2013). Criteria of career success among Chinese
employees: Developing a multidimensional scale with qualitative and quantitative
approaches. Journal of Career Assessment, 21(2), 265-277.

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.

This is an open-access article distributed under the terms and conditions of the Creative Commons
Attribution license (http://creativecommons.org/licenses/by/4.0/).

Evaluating the Impact of Social Media on Consumers’ Online Shopping Behavior: A Mediated-Moderation Model 131



